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On The Cover
In 2008, Miller Brewing Company and Coors Brewing Company entered into a
join venture to form MillerCoors.

As the new company moves forward, all of their planning, promotions, and
marketing will be developed and born from the consumer’s perspective.  In fact,
the logo shown on the cover says it all.  The image to the left of the logo is a pint
of beer – from the consumer’s perspective.

MillerCoors has many programs on tap this summer to help MMBA members
connect with customers and generate more profits. In addition, state manager Jon
Chance is already working on plans for the second annual MMBA Food Drive!

For more information on these exciting programs, go to page 12.



MMBA President’s Message

We learned, we had fun, we laughed
and we met new people.

Every year, the MMBA conference
brings many people many different
things. One of the greatest functions of
this event is the ability to associate with
people from all over the state who do
what you do. You can give them infor-
mation that they can use and hopefully
you get things to take back and 
use in your organization. One thing I
learned from Scott in Apple Valley 
was how their new store was designed
entirely with energy saving LED lights,
even down to the beer neons.

The classes are the greatest around. 
Tom Shay showed us pricing strategies,
merchandising ideas and management
styles. We had our first ever wine 
blending seminar, and we learned all
about brandy. The vendor contact is 
so important to your stores and to the
vendors. They do a great job at the
showcase in laying out information for
you to take home, and they are there to
answer any questions. E-cigarettes and
e-cigars were one of many new items,
and there were many questions about
them. A special thanks to all of our
commercial members.  They make this
conference fun and very economical for
all of us to attend.

With the conference comes our annual
meeting where we discuss the organiza-
tion news for the year. Gary Buysse
spoke during a part of this program and
he delivered some great information to
take home with us. Gary has served as
our president for two years now and his
term has come to an end.  However, he
will serve as a past president for a year
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on our board. He will truly be missed, I
have learned much from his leadership.
We also lost and gained some directors.
Please use the list on the right to contact
any of us any time. Also, Paul Kaspszak
deserves a huge atta-boy from us all.
He works very hard to make sure every-
thing runs smoothly.

Remember that the MMBA puts on 
several events every year, in the fall we
do regional luncheon meetings all
around the state. Shortly after the first of
the year we have a boot camp for new 
managers and for seasoned managers
who are looking for new ideas. We also
do a day at the capitol where everyone 
should come down and talk to their 
legislators about laws that effect every
one of us pertaining to our industry.

And last but certainly not least is the
Annual Conference. This is where 
we can bring managers, city staff 
and council members together to be
educated about industry events and
trends. It is also a great networking
opportunity to learn what happens in
cities with municipal liquor all around
the state, whether they are a larger or

smaller than your facility there are
always opportunities to learn how to do
things better.

I encourage managers who have not
attended in the last 5 years to step out 
of your comfort zone and attend the
conference next year, you will not be 
disappointed. If you are a city manager
or administrator and you know your 
liquor managers have not attended ask
them why not?

Feel free to contact people like Eileen
from Lindstrom, MN who said she was
very impressed with her first time to 
the conference and would absolutely 
return, she said she never realized how
much the MMBA did state wide until 
she was able to attend one of our events.

This conference continues to be a 
place where we learn and also have 
fun. Thanks to all who acted in a 
professional manner, so everyone 
could enjoy themselves.

Tom Agnes
MMBA President

Tom Agnes
President
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Over 100 beverages
Shamrock Beer Systems
Walk-in Freezers/Coolers
Shamrock Water Filtration
Bulk CO2, other gasses
Service, repair, installation
Ice machine rentals
‘Purefect’ Ace Ice

One call.
If it has anything to do with beverages, ice
or refrigeration, call the Shamrock Group.

With our expert attention to detail, starting
with us will set you up for business succcess.
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How Consumers Shop Differently Today

By Sean Gregory

The American shopper is dazed and
confused. What do I really want, 
versus what do I really need? Sure, 
I can afford the plasma television now,
but should I save that $2,000, in case 
I get laid off tomorrow? Can I really
tell my snobby friends that I now shop
at — egads — Walmart? To gauge the
mindset of the American consumer,
and the state of shopping during this
recession, TIME checked in with
respected retail expert Paco Underhill,
the CEO of Envirosell, a consulting
firm, and author of Why We Buy: The
Science of Shopping.

Give us a snapshot of the American
consumer landscape.
We can divide the American consumer
into thirds. There are a third of us who
are in immediate danger of being
downwardly mobile. And this stretches
across all classes. It’s the hedge fund
manager who lost his job, and was
making a healthy seven figures. It’s the
GM retiree whose middle class benefits
are being cut. So it’s a spectrum of
people who have basically slammed
their wallets shut. And that effect is not
only on luxury, it’s on basics, it’s on
everything. 

There’s a second group that isn’t in
danger themselves but knows some-
body that is. They feel reasonably
secure, but they have slammed their
wallets shut out of choice. And they
are spending money much more care-
fully than they ever have. This results
from the fact that there are lots of
American who don’t really know how
much disposable income they have.
They’ve just been spending it. And all
of a sudden they’ve woken up and
found, ‘I have $20,000 in credit card
debt. All of a sudden I need to face
consequences that are acute.’ It’s 
fundamentally healthy over the long
term, but it’s painful over the short term.

Then there’s a third group, stretching
across all classes, and they have very
real piles of money. They range from
hedge fund people who have stored it
away, to trust fund babies, to a genera-
tion of Americans that have paid off
their mortgages, and don’t owe anybody
any money. This group has learned that
conspicuous consumption is bad maners.
Also, there’s an entangling of consump-
tion and morality. I just heard a story
about somebody saying, ‘I can afford a
new car, but I’m not going to get one,
because I just had to lay a bunch of
people off.’ It’s an interesting issue,
just in the same way that green was
political issue, and then it became a
moral issue. There’s the fundamental
realization that Americans have woken
up. Their bellies are too big, their cars
are too big, their homes are too big,
their debts are too big, and they have
to go on some kind of a diet. The era
of “bling” is over. 

What’s going on inside the psyche of
the American consumer.
People are choosing not to go to the
mall at all. Why invite temptation? The
second thing we’re seeing here, which
is really curious, is that as people shop
in store, they are putting things in their
basket as they move through the store,
and then taking them out when they get
to checkout. ‘I put that cute blouse that
I saw in Target into my basket, and I’m
going... ‘nah, maybe not.’ Someone
picks something up from their basket,
takes it to another section, and then
discards it. So the stores are just
messier. And a basic rule of retailing is
that you have to have a clean store. 
Another key thing we are finding is
that there are people in the parking lot
of Trader Joe’s and ALDI, and
Goodwill and the dollar stores, that
were never there three years ago. The
demographic profile of people willing
to shop down is expanding.

Also, the amount of label reading is
going up. There is a basic concern 
with health issues. It used to be that
label reading was linked to income and
education. The more likely you were to
have a degree from Princeton, the 
more likely you would be to read
labels in a store. And now that’s 
linked to literacy. Everyone is doing it. 

Is consumerism forever changed?
First, I think there is a certain access to
consumer information. Particularly as I
shop durable goods, I can go down the
aisle of a consumer electronics store
and check the prices on my web
enabled phone. So the whole pricing
issue here is going to have to get much
more transparent because consumers
have much more access to information
than they ever used to have. And that
information isn’t something that they
need to get at home. They can get it 
on the fly. This is both exciting and
frightening for the merchant. 

One of the things I’ve seen over the
last couple of years is the rising 
popularity of the vintage clothing store.
This relates to the changing concept of
secondary markets — whether its
EBay, whether it’s goodwill industries,
whether it’s selling a previously owned
Mercedes Benz — the perception is
changing. There’s a willingness buy
used, rather than necessarily buy new.
You’ll never sell used underwear or
used socks. But the number of things
that people are considering buying
used, or buying previously owned, is
considerable. 

What are some implications of all
this for retailers?
I believe we have reached the apogee
of the big box. Growing the store 
any bigger does not translate into the
customer spending any more time or
money. It is actually starting to be 

(Continued on page 8)



Regardless where you are,
we've got you covered.
Rely on the MIIMA members for 'bottled water' quality ice, 

first-rate service and fast, dependable delivery.

Minnesota Independent Ice Manufacturers Association
MIIMA Members:

Ace Ice Company 
2900 Fifth Avenue South
Minneapolis, MN 55408
612.824.9600
800.862.9273
Contact: Matt King

Carlson’s Lakeshore
Ice Company
602 Ogden Avenue
Superior, WI 54880
888.943.2665 
Contact: Chuck Wessberg

Crystal Springs 
Ice Company 
25503 Russell Road
Pine City, MN 55063
866.629.6267 
Contact: Tom Valvoda

Mid Central Ice 
39072 County Hwy. 49
Perham, MN 56573
218.346.4423
877.346.4423 
Contact: Dave Chase 

Precise Ice Company
608 Parkway Drive
Belgrade, MN 56312
320.254.8018
320.293.0010 (cell) 
Contact: Mike Buckentine

Waterville Ice Company 
14853 E. Benton, Suite 1
Waterville, MN 56096
507.362.8177 
888.362.8177 
Contact: Bernie AkemannMinnesota ice for

Minnesota businesses.

Perham

Belgrade

Waterville

Pine City

Minneapolis

Duluth/SuperiorMID-CENTRAL ICE LLCMID-CENTRAL ICE LLC
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HOW CONSUMERS SHOP
(continued from page 6)

counterproductive. Walking into Home
Depot and seeing 28 coffeemakers,
ranging in price from $16.99 to
$116.99, is an overwhelming sense of
choice. So that the merchant is going
to have to edit.

As some retailer put it to me the other
day, ‘we acquire these 40,000 square
foot stores, yet our ideal format is
25,000. And it means that in the
40,000 square-foot store, I have to 
keep that store filled.’ That is counter-
productive, because it's money [i.e.,
inventory] that is not turning. Stores on
steroids will start making some choices.

Retailers will also have to be more
female friendly. The retail world has
historically been one owned by men,
designed by men, and managed by
men. Yet, we expect women to shop in
these stores. If women are the engines
of consumption here, the purchasing
agents for the family, whether I’m
hardware score, whether I’m an 
Exxon station, being female friendly is
important.

Is the era of “chic” over?
Well, at Fashion Week (in New York
City), there’s been a universal sense of
horror at the diamonds and furs on the
runway. We get to that basic theme —
conspicuous consumption is bad 
manners. But chic isn't gone. If anything,
conservative chic is back, because
looking good is often a real part of
keeping your job or finding your job.
So you may not spend money on
Armani suits, but there are lots of 
people who are much more conscious
of looking good. I have a neighbor 
who was laid off four months ago. 
I saw him walking out of our building
yesterday and I knew he was going out
to look for a job. Every hair was in
place, there was a little gel, his shoes
were polished, his accessories were
there. I looked at him, and he said,
‘yeah, I’m off to Washington.’ 

If you were launching a retail 
concept in today’s economy, how

would you approach it?
I think, as a culture, we are over-stored.
All store chains would be healthier if
they were smaller. If I were to act on a
new retail concept today, I would ask,
“how do I marry the idea of a physical
asset with an online world?” So rather
than saying 'I'm going to have
Victoria’s Secret and then have 
victoriassecret.com, can I stand back
and conceive of an online business
which has a physical manifestation that
drives it?

The cutting edge of retail has left
North America. Look at the retail
thinking that happens outside the US.
For example, people are thinking about
what it means when a customer uses
public transportation and then shops.
So there’s a Swedish supermarket
chain where you can shop at
lunchtime, and put your purchases in a
refrigerated locker. When you go home
after work, you just stop off, pick up

your bags, climb on the train and go
home.

So is retail as miserable as it
appears?
Everybody has to eat. Everybody has
to put clothes on their back, and drive
to work, and take care of their homes
and go about their routine stuff. They
are still interested in products that save
money. People are still going to be
buying flat screen TVs, because they
think it’s a tradeoff with going to the
movies, and it keeps the family at
home. So I think there's a basic level 
of consumption out there that isn’t
going to change. I credit our President
for giving a sense of confidence that
something is happening. I don’t think
people are watching the stock market
on a minute-to-minute basis like they
were in the fall. I think there’s a basic
sense that yes, it may get worse, the
market may go down, but the dust is
settling. The dust is settling.

Total Register Systems
4215 Louisiana Avenue   New Hope, MN 55428

(763) 537-1906 • www.trs-pos.com

Point-of Sale & Inventory Solutions 
for the  On-Sale / Off-Sale 

Municipal Beverage Industry

Systems Include
• ID Verfification
• Credit Card Interfacing
• Sign Painting
• Gift Cards
• Wireless Scanning
• Touch Screen
• Report Wizard
• Video Camera Interfacing

Total Register Systems has 20 years of Experience in Retail Partnerships





Tipping A Few Back to Gauge 
Alcohol Breath Testers
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So you have had a few drinks and 
wonder how high you might register 
on a breath alcohol test. Officers in the
field use a device called a personal
breath test, or PBT, when they stop a
suspected drunk driver. But there are
also over-the-counter devices anyone
can by at drug stores or online. 

The big question is how accurate are
the commercial ones that cost anywhere
from $10 to $50? 

The Lakeville Police Department
agreed to host a “party” and put them
to the test. The “guests” included
WCCO reporter Caroline Lowe and a
group of men and women from the
community who agreed to sip alcohol
and eat pizza on a recent afternoon at
the police station. 

Lowe supplied the party-goers with 
the Ken Roberts testers she found on
sale at Herbergers for less than $10.
She also brought three AlcoHawks
which sell at drug stores and online 

for about $50 a piece. 

After two glasses of wine, Lowe 
registered almost the same on the
police PBT as she did on one of the
AlcoHawk models. However, a second
AlcoHawk model was way off when
Lowe blew into it. 

Lakeville Officer Greg Jensen adminis-
tered the police and commercial PBT
tests.

The Ken Roberts model will show if
someone had consumed alcohol but did
not give a precise measurement. 

“If you want to use it just to see if your
kid’s drinking or to see if a student’s
drinking, these would be good because
it would show that there’s alcohol
there,” said Jensen about the Ken
Roberts model. 

“There’s alcohol in the system?" asked
Lowe. 

"Yup. But as far as once you get above
a .05 it would show the same on these
if you were a .20 or .30,” said Jensen. 

“Just shows you’re over?” asked Lowe. 

“Right,” said Jensen. 

Bottom line from Jensen on the over-
the-counter alcohol testers: There are
guarantees. 

The only way to be sure if you are
thinking about getting behind the
wheel: “I always tell people if you
don’t think you are okay to drive,
don’t.” 

“To be responsible, if you’re going to
be drinking and you don’t know if you
are OK to drive and you have got to
put a tube in your mouth to tell you if
you’re OK, you probably shouldn’t be
driving,” said Jensen.

Think Like a Customer
Thinking like a customer is very hard to do.  

Retailers tend to think like retailers and forget why customers buy what 

they buy.  Retailers are more concerned with 

the features of products than the true benefits to the customer.  

To be a successful retailer, you must change your way of thinking and 

stand back from our store and your employees – look at them 

in the same way your customers do.

Thinking like a customer means you must shop form products 

the way your customers would shop.  To be a good retailer, 

you need to be a good customer – so shop!  

Shopping at your competitor’s stores or other stores in your category – 

even different kinds of stores – can give you lots of new ideas 

and fresh approaches to merchandising.
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By Jon Chance

Hello MMBA Members!  Paul K has
given me the opportunity to walk
through the programming that
MillerCoors has on tap this summer to
help you connect with your customers,
sell our products and at the same time,
bring you more profits.

Let me start by thanking all of you for
your continued support of all of our
MillerCoors brands.  To return that
support, we have decided to increase
our membership level with the MMBA
to the Platinum Membership.  We fully
support your association at all levels
and look forward to many more years
of partnership.

As many of you are aware, Miller
Brewing Company and Coors Brewing
Company entered into a joint venture
in 2008 to form MillerCoors.  A new
company formed with , a revived and
consistent focus on our business … 
and yours.  Actually, our new logo says
it all.  The image to the left of the logo
is a pint of beer “from the consumer’s
perspective”.  As our new company
moves forward, all of our planning,
promotions, and marketing will be
developed and born from the
cosumer’s perspective.  

As we step into the
summer selling 
season, I wanted to
give you a peek 
under the tent of our
summer marketing
and what we have
available to help you

sell more beer.  I’ll walk through each
of our priority brands individually.

As you see on our television ads,
Miller Lite is all about Great Taste.
You’ll see all of our marketing revolve
around communicating Great Taste to
our consumers.  Studies show that 81%

of consumers site “Great Taste” as the
#1 attribute they are looking for in
beer.  Our TV ads will call out Triple
Hops Brewing as the reason behind
Miller Lite’s great taste.  To protect
that great taste, you’ll see Taste
Protector Lids on all of our can 
packages that protects the beer from
that “metal can” taste.  We also have
Taste Protector Cap on all of our bottle
packages to lock in the Great Pilsner
Taste of Miller Lite.  Also available
from your wholesaler are glass 16oz
pint glasses that feature etched bottoms
releasing CO2 bubbles that maintain a
foamy head as long as there’s Miller
Lite in the glass, further delivering the
Great Pilsner Taste.  We’ll continue 
to feature the new Aluminum Pint 
package in both the on- and off-premise.
This package has proven to be a true
incremental volume opportunity as
consumers prefer the wide mouth 
bottle feel in a package that looks like
a can.  Lastly make sure you talk to
your wholesaler about the We Fest
24/16oz can package.  This package
connects with country music enthusiasts
all over Minnesota and makes for a
great eye-catching display.

“Refreshment
as Cold as the
Rockies
Mountain Cold
Refreshment”
will continue

to be at the heart of everything Coors
Light does this summer.  Minnesota
consumers have connected to “cold”
over the past 3+ years so much so that
Coors Light is now the 3rd largest
brand in the state, according to AC
Nielsen MN Liquor.  I’m positive you
have seen the growth in your stores as
well.  Cold Activated Cans that turn
blue when your beer is “As Cold as the
Rockies” are now hitting the market.
This follows our Cold Activated Bottle
from last summer.  Please be sure to
ask your wholesaler about our Cold

Activated Pints and Pitchers as well.
These on-premise glasses also turn
blue when filled with cold Coors Light
and help deliver that “cold refresh-
ment” message.  If you have customers
that who are softball players, you’ll
want to display Coors Light this sum-
mer.  We are offering a “Full Ride” to
one lucky MN softball team… a
$5,000 package that allows a team to
get bats, balls, jerseys, league fees, etc.
Check with your local rep for details.

In 2008, new
MGD 64
replaced 
MGD Light.
With only 64
calories and 2.8
ABV, it is as
light as it gets.

This is the perfect product for con-
sumers who want to have a few beers,
without the calories, carbs or the heavi-
ness that can come with the other
beers.  This brand has legs as many
MN markets are up +30% where they
have gained the support of retail.  For
those of you with stores near Life 
Time Fitness facilities, talk to your
wholesaler about the LTF sweepstakes
and build displays so your consumers
can win free memberships!

Summer is a
great time to
feature Blue
Moon!  With
its unique 
color and
orange accent,
just seeing

Blue Moon pints on a server’s tray is an
outstanding way to up sell all of your
customers.  Talk to your wholesalers
about Blue Moon glassware that 
showcase this Artfully Crafted beer.
Here is a new idea…  Try freezing
your orange slices and serving Frozen
Orange wedges in Blue Moon this
summer!  We’ll also be holding a 

MillerCoors In Minnesota:
Highlights of the Summer Selling Season
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contest in which consumers log on to
help us pick our “Next Twist” on beer.
Blue Moon Honey Moon Summer Ale
is another great way to capitalize on
sales this summer.  Seasonals are 
driving the growth in the craft category
and if displayed with Blue Moon,
Honey Moon will help drive bigger
rings.  One more heads up. Start 
planning for December, because on
New Years Eve we are going to be 
celebrating an actual Blue Moon!
Seriously.  I wouldn’t make that stuff
up.

New to the
Leinenkugel’s
Family this
year was is
“Classic

Amber” - available in 6pks, 12pks, and
draft.  This launch of a “Classic” style
was greeted with open arms by all of
you and we truly appreciate your con-
tinued support with all Leinie’s brands.
Remember that it is Shandy season!
This seasonal will be gone before 
you know it.  Be sure to get yours as
consumers are looking for it now as 
the weather heats up.  If you find your
self in downtown Minneapolis this 
summer, check out Block E on Hennepin

Ave.  We’ll be transforming the entire
walkway into a Leinenkugel’s
Northwoods adventure.  If you would
like to check out the brewery,
Chippewa Falls, WI, is only a short 
car ride away.  I’d be more than 
happy to set up a tour for you and your
staff.  Everyone leaves with a great
appreciation for the history of Leinie’s
as well as some tips and stories to help
you sell more!

It’s a little known fact, but Keystone
Light is kind of a big deal.  According
to AC Nielsen, Key Light is the #2 
volume gaining brand YTD in MN,
second only to Coors Light.  It is up
51% this year!  The scary thing is that
it only has on average 1.6 placements
per liquor store.  This brand has
tremendous continued growth potential
and your support is essential in making
sure additional packages are placed in
your stores so all of us can capitalize
on this brand’s strength.

Thanks to your help, High Life is 1 of
2 brands in the top 10 MN brands that

are growing YTD!
The brand’s 
message of “A
Tasty Beer at a
Tasty Price” really

hits home for many beer drinkers
today.  Ask your wholesaler about
grilling display pieces and, of course,
“Windell” display pieces (our beer 
driver personality), who delivers
“Common Sense in a Bottle” with 
attitude.

I am excited for the programs we’ve
created for MillerCoors brands this
summer and I hope that after reading
this sneak peek, you will see a consistent
focus on the consumer in many of
those programs.  We are truly looking
forward to working even closer with
the MMBA in 2009 and beyond.
Remember to also keep October on
your calendar for the second annual
MMBA Food Drive!  We’ll be there 
to support you in an even bigger and
better way.  I suggest we target 40 tons
this year!  

Most importantly, thank you all for your
support over the years and as always,
give me a call if I can help you with
anything, 952-920-6862.

The Omnibus Liquor
Bill has Been Signed 
by the Governor.

Three of items to note:

Effective immediately, it is now legal for an exclusive liquor store to sell “multiple
use bags designed to carry purchased items.”  In other words, the increasingly 
popular recyclable shopping bags.

Effective immediately, wine tastings conducted by an exclusive liquor store may
be held at an establishment that has an on-sale wine license, as long as the 
establishment carries dram shop insurance.

Effective immediately, it is now legal for an exclusive liquor store to sell devices
designed to ensure safe storage and monitoring of alcohol in the home, to prevent
access by underage drinkers.  These products are sold by new MMBA Commercial
Member Just Encase Products.  They can be reached at: 

Bob Schmitt
Just Encase Products, Inc.
952 401-8909 Office • 952 210-8231 Cell • bob@justencase.com 
www.justencase.com

The entire legislation can be found at:

https://www.revisor.leg.state.mn.us/laws/?id=120&doctype=chapter&year=
2009&type=0

E-Cigs 
Are Legal
E-Cigs, smokeless 
nicotine or non-nicotine inhalers 
that pretend to be cigarettes or 
cigars, including the lighted red tip,
are legal for use indoors.

Doug Schultz, a spokesman for the
state Department of Health said the
department studied the devices after
getting a few calls during the past
year from people wondering whether
their use is permitted inside public
places.

“It’s not smoking,” Schultz said.
“They're not ignited. They don’t use
tobacco or a plant product. Our 
interpretation of the statute would 
be that these types of devices are
allowable.”
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11 Wine Questions – Answered

Source: WSJ

With the 11th anniversary of this 
column around the corner, we realized
we have answered thousands of 
questions from readers, but the same
ones keep coming up. So today we
offer answers to our 11 most-asked
questions, in condensed form.

In each case, the answer could be far
more extensive, with all sorts of to-be-
sures and howevers -- in fact, in every
case we have written at least one entire
column on the issue over the years. But
if we had to answer in about 100 words
or less, this is what we'd say. They are
listed from the 11th-most-asked to the
most asked. Don’t peek.

11. What’s the best glass? We prefer a
large glass -- around 20 to 22 ounces is
good -- because it feels generous in our
hands and we can swirl around the
small amount we pour into it. Look for
clear, thin glass; a long stem; and a
slight curve inward at the top. We 
prefer inexpensive glasses so we don’t
worry about breaking them. Over the
years, we have found good glasses at a
wide variety of stores, including Pier 1
and Costco (though we haven’t seen
our favorites at either place recently).
Vino Grande Burgundy from
Spiegelau, which is owned by Riedel,
is our everyday glass.

10. Where are the best values coming
from these days? This has leaped onto
this list in the past year, for obvious
reasons. If we had to answer in one
word, it would be this: Chile. Look
especially for its Cabernet Sauvignon
and Sauvignon Blanc. But Argentina
(especially Malbec), New Zealand
(especially Sauvignon Blanc) and
South Africa (also Sauvignon Blanc)
are good bets, too.

9. What wines should I serve at a
party (or to any large gathering)?
For a white, Chilean or New Zealand

Sauvignon Blanc is a winner. For a
red, we used to recommend one of 
the cru Beaujolais (such as Fleurie)
and we still like that advice, but
Argentina’s Malbec is so popular right
now and so widely enjoyed that we’d
recommend that instead. If you are
looking for an affordable bubbly for 
a group, it’s hard to go wrong with
Cava from Spain.

8. How do I remove labels? We’re
thrilled to be asked this so often
because it means people are drinking
wines they want to remember. You
could take a digital picture, of course.
But if you want to remove the actual
label (as we do), most labels these
days work with the oven method: 
Heat oven to 350 degrees. Turn it off.
Put the empty bottle in for a few 
minutes until it gets really hot.
Wearing serious oven mitts, carefully
remove the bottle, lift a corner of the
label with a fingernail or a knife and
peel right off. (Some labels still need
to be boiled off, so we try that next,
after the bottle has cooled. If all else
fails, many wine stores sell large,
sticky strips that basically peel the
label off.)

7. Should I decant? Generally, no --
at least, not at first. We enjoy tasting a
wine from the first sip to the last and 
it will get plenty of air in those big
glasses while we swirl. If we taste a
wine and it's so tight that it needs
decanting, we can decant; if we decant
first and then find that the wine lost
some fruit to the air, there’s no going
back. (Of course, if a wine needs to be
separated from sediment, that's another
matter.)

6. Do I have to store my wine in a 
temperature-controlled cellar? If
you simply want to keep a mixed case
of wine around the house for a short
time -- and you should -- find a place
in the dark with a fairly constant, 
moderate temperature. The bottom of 

a closet is often fine. If you have fine
wine you want to store for longer, get
one of those wine refrigerators. They
are more affordable, available and
space-efficient than ever and they’re
worth it. If you want to lay down a
bottle in that temperature-controlled
cellar for your newborn -- and this is
also a question we’re often asked --
we’d suggest Sauternes.

6a. What is the correct cellar tem-
perature, and do whites and reds
need to be different? Classic cellar
temperature is about 55 degrees. We
keep reds and whites at about 57
because we find that it's a good starting
point for serving both. Most reds are
served too warm and most whites are
served too cold, especially at restau-
rants. We might want to chill our
whites a bit more or warm our reds by
leaving them on the table as we sip
them, but 57 is a good starting point.

5. I want to find a bottle I had at a
restaurant (or that I read about);
how do I get it? Try wine-
searcher.com, wineaccess.com and
winezap.com. Chances are you will
find it. Even if it is not listed for sale at
a local wine shop, you might be able to
have it delivered from a faraway store.
If you can't do that, perhaps because of
local laws, try calling a store that has it
and asking the merchant to look at the
label and give you the name of the dis-
tributor, whom you can call. This is one
of many reasons you should have a
good local wine merchant, because he
or she can help find it.

4. I love X wine; what do you think
of it? We're surprised how often we are
asked this. Our answer is: It doesn’t
matter. We think you should drink the
wines you love and love the wines you
drink. Don't let anyone, including us,
tell you what's good and what isn’t. 
In fact, though, this does touch on a
very good and much more important
question, one that you should regularly
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pose to that helpful wine merchant you
need to find: I love X wine; what else
do you have in your store that I might
like at around the same price? That’s
how great wine journeys get started.

3. Why does wine give me
headaches; sulfites, right? Wrong.
Sulfites cause very severe allergic 
reactions in a small number of people,
even death in extreme cases, which is
why there’s a warning on the bottle,
but sulfites don’t cause headaches.
Wine headaches are a serious issue, 
but the causes are highly personal.
Some people get headaches only from
red wine and some get them just from,
say, German wine. It has to do with
histamines and all sorts of other 
complex science. It really is best to
talk with your doctor about this.

3a. But wines in Europe don’t have
sulfites, right? Wrong. All wines 
contain sulfites (it’s a natural 
byproduct of the winemaking process)
and almost all wines contain added 
sulfites, all over the world. It’s just that
the U.S. has required a sulfite warning
for many years and Europe started
doing that more recently.

2. I’m going to a wine region; what
wineries should I visit? Whether you
are going to Napa, Piedmont or
Châteauneuf-du-Pape, our advice is the
same: Drop into the little places you've
never heard of. You are more likely to
meet the actual owners or winemakers
and have a better time. Not only that,
but these are the wines you could never
buy at home, so here’s your chance.

1. I have this one old bottle; how
much is it worth? As we were 
working on this column, we received,
within 26 minutes of each other, two
notes. In one, a woman told us that she
and her husband had been given a 
bottle of 1974 Lafite Rothschild to 
celebrate the birth of their son. “Any
idea what it is worth?” she asked. In
the second, a woman said she and her
husband had been given a bottle of
1976 Lafite many years ago and her
husband had died. “How much is it
worth?” she asked. We get similar

notes every single day and the answer
is always the same: Your bottle is
worthless -- and priceless. In terms of
selling it for money: While it’s always
possible that someone will buy any-
thing, the likelihood of a merchant
offering to buy a single bottle from an
individual is small at best. For exam-
ple, Ben Nelson, senior vice president
of consignments at Chicago-based Hart
Davis Hart, a wine auctioneer and 
merchant, told us his firm is looking
for bottles in excellent condition, 
with clear provenance, that have 
been well-cellared as part of a larger
collection. His general advice about a
single, special bottle is the same as
ours: Open and enjoy. These bottles 
are priceless because of what they 
hold inside -- not the wine, but the
memories. Which brings us to...
1a. When will this wine be at its peak?
First, remember that most wines are
made to drink when they are released.
In terms of fine, ageable wines, there
are all sorts of online sources that will
give you a ballpark idea of theoretical
peak readiness. But every bottle is 
different and there are many variables,
such as storage conditions and personal
taste. Open a special bottle when the
moment seems right to you. If you
have an old bottle like those old
Lafites, make a special meal, open the
bottles and celebrate the memories. 

Get 100% Minnesota grown wine for your shelves

with help to merchandise it!

Fieldstone Vineyards is ready to deliver to you quality wine

that is 100% Minnesota grown and made.

Join the dozens of other municipal liquor stores that are 

successfully selling Fieldstone Vineyards wines by calling 

507-249-WINE (9463) or emailing

info@fieldstonevineyards.com today!

Low minimum orders, free delivery and available inventory!

Fieldstone Vineyards • 38577 State Hwy. 68

Morgan, MN • www.fieldstonevineyards.com

Wells Fargo
Insurance
Services

(formerly Acordia)

Has Helped Municipal Liquor

Combination Facilities

Significantly Reduce Their

Dram Shop Premiums.

Tony Baldwin

952-830-7353

952-563-0528 Fax

612-819-0540 cell

tony_baldwin@wellsfargois.com



You can expect that when a new chain
store is putting one of his stores in
your area, it has have hired a company
to perform a demographic study on
the neighborhood. The study can be
quite complex as well as expensive.
With the data they have purchased,
your competition will learn about the
customers in the area: How many
residents are there? How many live
in each house? How much do they
earn? What do they do for a living?
How long have they lived in the
neighborhood? 

The list can go on and on. Of course,
the information is useful only if they
have also determined what type of
customer shops in their store. With
this information, the competition can
determine if there are enough available
dollars in your neighborhood for
them to have a profitable business. 
In the case of your business, however,
you are already there and have been
for many years. In all likelihood, you
are not going to engage some company
to go out and gather this information
for you. But if you know more about
your customers, you can make more
money. Let's look at how to do this. 

Begin by creating a pin map that you
will display near the checkout of
your store. The pin map starts with
your using a street map of your 
community; make sure it covers an
area large enough to include the
homes of all your customers. The

map is mounted on a cork board on a
tripod with a large red dot positioned
to denote the location of your store.
You will also need to buy several
boxes of the pins that have different
colored plastic tops.

As customers are leaving your 
business, the employee having the
last contact with them asks the 
customers to use the pins to mark
where they live. As you have different
colors of pins, give the customer who
has made no purchase a pin with a
white head; to the customer whose
purchase is less than $25, give a pin
with another color. To the customer
making a purchase in the range of
$25 to $100, give a pin with a third
color, and purchases in excess of
$100 a fourth color.

Over several days, you will probably
see a pattern. The pins will be 
segregated somewhat by color. This
will be your indicator of where your
most valuable customers live. In
gathering this information you may
want to do the survey to see how the
weekday shoppers differ from the
weekend shoppers. You could also do
the survey before you advertise, and
then again after your advertisement
has reached the customer. 

What have retailers found from this
information? One auto parts store
found out there were a lot of older
cars in his area and that he needed 
to stock more accessories for these
vehicles. A retailer who had been 
utilizing a direct-mail piece for his
advertising, found a heavy concentra-
tion of customers along the outer 

border of his direct-mail distribution
area. When he purchased more flyers
to extend the boundary, he found a
market area from which he could 
easily pull customers.

For the business that uses broadcast
and print advertising, you can ask
what newspapers customers read, or
what radio or television stations they
listen to and watch. Imagine the 
possible uses of this pin map study
technique! Almost anything you want
to know about a customer, you can
ask and get the answer just by hand-
ing out pins and asking customers to
tell you where they live.

As for the people walking in the 
front door of your business, they are
telling you they like and have a need
for your goods and services. Your
efforts and success in understanding
this smaller, but potentially loyal,
group of shoppers is the key to your
success. Your question at this point is
to ask, “Where do you live?” And,
“Are there more like you in your
neighborhood?” 

Your cost for this research is minimal.
After you have gone shopping for 
the few supplies you need, the only
involvement you have with this
research is deciding what you want to
know, how to word the question, and
then documenting the information.
The customer and your employee at
the front of the store will do the rest
of the work. Armed with this infor-
mation, you are capitalizing on your
demographic studies and using the
knowledge to enjoy the benefits (and
profits) of your efforts.
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Getting Information About The Customer
Who Shops With You (And Who You Are Missing)

By Tom Shay
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Platinum Member Cold Spring Brewing
Contact: Mick Detviler
Address: 962 W. Nebraska Avenue

St. Paul, MN 55117
Phone: (651) 489-2376
Fax: (651) 489-3127
E-mail: mdetviler@aol.com
Web: www.gluek.com
Crown Imports
Contact: Noah Mason
Address: 14709 Hillshire Lane

Burnsville,, MN 55306
Phone: (952) 898-5576
Fax: (952) 898-4083
Cell: (612) 850-4988 
E-mail: noah.mason@crownimportsllc.com
Web: www.crownimportsllc.com

Don Sebastiani and Sons
Contact: Bryant Pascoe
Address: 316 Willow Pointe Drive

St. Charles, MO 63304
Phone: (636) 300-3524
E-mail: bpascoe@donandsons.com
Web: www.planeteria.com/sandsons/

E&J Gallo Winery
Contact: Chris Weese
Address: 730 North 4th Street #105

Minneapolis, MN 55401
Phone:
Fax:
Cell: (763) 656-8763
E-mail:
Web: www.ejgallo.com

Forest Glen Winery
Contact: Bob Nicols
Phone: (952) 469-1633
Fax: (952) 469-2656
Cell: (612) 221-8936
E-mail: robert.nicols@forestglenwinery.com

J.J. Taylor Distributing
Company of Minnesota, Inc.
Contact: Mike Bamonti
Address: 701 Industrial Blvd. NE

Minneapolis, MN 55413
Phone: 651-482-1133
Fax: 651-482-9810
E-mail: mike_bamonti@jjtaylor.com
Web: www.jjtaylorco.com

Life Media Inc.
Contact: Mike Juszczak
Address: 7211 Ohms Lane

Edina, MN 55439
Phone: 612-920-5433
Fax: 952-881-7797
E-mail: mike@lifemediainc.com
Web: www.lifemediainc.com

Pernod Ricard USA
Contact: Chris Morton
Phone: 612-822-2408
Mobile: 952-303-1685
Fax: 612-822-2415
E-mail: chris.morton@pernod-ricard-usa.com
Web: www.pernod-ricard-usa.com

Pabst Brewing Company
Contact: Mike Brattensborg
Address: 7117 Emerald Lane

Eden Prairie, MN 55346
Phone: (651) 334-8284
Fax: (952) 937-2609
E-mail: mjbratte@pabst.com
Web: www.pabst.com
Additional Contacts:

Bob Ourada, Area Manager, 
Metro, Southern (612) 251-1228
Jeff Van Schoick, Area Manager –
Metro, Northern  (612) 281-1859

Proximo Spirits
Contact: David Budge
Address: 608 Montcalm Place

St. Paul, MN 55116
Phone: (651) 69888-0652 
Cell: (347) 497-2149
Fax: (651-) 699-4295
E-mail: dbudge@proximospirits.com

Retail Data Systems
Contact: Matt Ambuehl
Address: 6566 Edenvale Blvd.

Eden Prairie, MN 55346
Phone: (952) 392-2691
Cell: (612) 805-6683
E-mail: mambuehl@rdspos.ccom

Retail Information Technology
Enterprises
Contact: Rick Feuling
Address: 330 S. Hwy 10

St. Cloud, MN 56304
Phone: (320) 230-2282
Cell: (320) 761-6423
Fax: (320) 230-1796
E-mail: rick@rite.us
Web: www.rite.us

Alcorn Beverage Co., Inc.
Contact: Terry North
Address: 7870 -218th St. West

Lakeville, MN 55044
Phone: (952) 469-5555
Fax: (952) 469-5571
Web: alcorn@alcornbeverage.com

Bellboy Corporation
Contact: Dave Gewolb
Address: 2200 Florida Avenue South

Minneapolis, MN 55426
Phone: (612) 544-8178

Dakota Worldwide
Contact: Len Sage
Address: 8200 So. Humbolt Ave.,Suite 302

Minneapolis, MN 55431
Phone: (952) 835-4505
Fax: (952) 835-4461
E-mail: l.sage@dakotaww.com
Web: www.dakotaww.com

Wirtz Beverage Minnesota 

Wine & Spirits
Contact: Harold R. Rutstein
Address: 489 N. Prior Avenue

St. Paul, MN 55104
Phone: (651) 646-7821
Fax: (651) 646-1497
E-mail: rutstein@griggscooper.com

Johnson Brothers Liquor Company
Contact: Michael Johnson
Address: 1999 Shepard Rd

St. Paul, MN 55116
Phone: (651) 649-5800 / (800) 723-2424
Fax: (651) 649-5894
E-mail: mjohnson@johnsonbrothers.com
Web: www.johnsonbrothers.com

Quality Wine & Spirits
Contact: Tom Morgal
Address: 7900 Chicago Avenue South

Bloomington, MN 55420
Phone: (952) 854-8600
Fax: (952) 851-0501
E-mail: tmorgal@qwsco.com
Web: qwsco.com

C & L Distributing
Contact: Russ Goldstein
Address: 1020 Industrial Drive So.

Sauk Rapids, MN 56379
Phone: (320) 251-7375
Fax: (320) 259-7981
E-mail: wsl52215@budtime.com

Grand Pere Wines Inc.
Contact: Brian Daunheimer
Address: 2222 Elm Street NE

Minneapolis, MN 55414
Phone: (612) 929-3163 x 40
Fax: (612) 605-7132
E-mail: brian@grandperewines.com
Web: www.grandperewines.com

Fieldstore Vineyards
Contact: Charlie Quast
Address: 38577 State Highway 68

Morgan, MN 56266
Phone: 507-249-9463
E-mail: info@fieldstonevinyards.com   
Web: www.fieldstonevineyards.com

Hagen Beverage Distributing
Contact: Mark Hagen
Address: 500 Industrial Lane

Worthington, MN 56187
Phone: (507) 376-5903
Fax: (507) 376-5951
E-mail: hagenm@frontiernet.net

Heck Estates
Contact: Kathy Bilcik Jones
Address: 10135 Parrish Ave NE

Ostego, Mn 55330
Phone: (763) 227-4214
Fax: (763) 355-9585
E-mail: kjones@heckestates.com
Web: heckestates.com

LHB
Contact: Joellyn Gum
Address: 21 West Superior Street #500

Duluth, MN 55802
Phone: 218-727-8446
Fax: 218-727-8456
E-mail: jjoellyn.gum@lhbcorp.com
Web: www.lhbcorp.com

Locher Brothers, Inc.
Contact: Tim “Jonesy” Hukriede
Address: 18098 – 365th Avenue

P.O. Box 35
Green Isle, MN 55338

Phone: (507) 326-5471
Fax: (507) 326-5487
E-mail: jonesy@locherbros.com

Madison Bottling Co.
Contact: Dave Bergerson
Address: RR2 Hwy 40 East

Madison, Minn. 56256
Phone: (320) 598-7573
Fax: (320) 598-3738
E-mail: dbergerson@madisonbottling.com
Web: www.madisonbottling.com

The McComb Group
Contact: Bill Gorton
Address: 222 South Ninth Street, Suite 380

Minneapolis, MN 55402
Phone: (612) 339-7000
Fax: (612) 338-5572
E-mail: bill@mccombgroup.com

Samuel L. Kaplan, P.A.
Contact: Sam Kaplan
Address: 5500 Wells Fargo Center

90 South Seventh Street
Minneapolis, MN 55402-4126

Phone: (612) 375-1138
Fax: (612) 375-1143
E-mail: slk@kskpa.com

Sunny Hill Distributing
Contact: Mike Baron
Address: East Highway 169

P.O. Box 333
Hibbing, MN 55746

Phone: (218) 263-6886
Fax: (218) 263-6111

Thorpe Distributing Company
Contact: Jack Stevenson
Address: P.O. Box 120

Rogers, MN 55374
Phone: 763-463-2000
Fax: 763-463-2001
E-mail: jackstevenson@thorpedistributing.com
Web: www.thorpedistributing.com

Tushie Montgomery Architects
Contact: Gary Tushie
Address: 7645 Lyndale Ave. So., Suite 100

Minneapolis, MN 55423
Phone: (612) 861-9636
Cell (612) 861-9632
E-mail: garyt@tmiarchitects.com
Web: www.tmiarchitects.com

MMBA Commercial Members Are Available to You! Contact Them!

Arctic Glacier Ice
Contact: Bob Nikolai
Address: 1654 Marthaler Lane

W. St. Paul, MN 55118
Phone: (651) 455-0410
Fax: (651) 455-7799
E-mail: rnikolai@arcticglacierinc.com
Web: www.arcticglacierinc.com

JIm Beam Brands Compaaany
Contact: Greg Giannini
Address: 3601 W. 76th Street

Suite 20
Edina, MN 55435

Phone: (952) 830-1131
Fax: (952) 830-0123
Cell: (847) 420-3114
E-mail: greg.giannini@beamglobal.com
Web: www.jimbeam.com

MillerCoors Brewing Company
Contact: Jon Chance
Address: 5805 Zenith Avenue South

Edina, MN 55410
Phone: (952) 920-6862
Fax: (952) 285-6862
E-mail: jon.chance@millercoors.com
Web: www.millercoors.com

Minnesota Independant Ice
Manufacturers Association
Contact: Steve Kelly
Address: 2900 5th  Ave. So.

Minneapolis, Mn 55408
Phone: (612) 824-9600
Fax: (612) 824-1974
E-mail: steven@shamrockgroup.net
Web: www.aceice.com

Ste. Michelle Wine Estates
Contact: Randy Dobratz
Address: 16540 Hyland Court

Lakeville, MN 55044
Phone: (952) 891-1560
Fax: (952) 891-1560
E-mail: randy.dobratz

@ste–michelle.com
Voicemail:1-800-423-8396  Ext. 3813
Web: www.ste–michelle.com

Trinchero Family Estates
Contact: Terri Uitermarkt

Minnesota District Manager
Address: 1454 Heywood Ave.

Apple Valley, MN 55124
Phone: (952) 432-2661
Fax: (952) 432-2661
Cell: (612) 281-4271
E-mail: tuitermarkt@tfewines.com
Web: www.tfewines.com

W.J. Deutsch & Sons Wine

Merchants
Contact: Joe Mayne
Address: 18998 Baldwin St. NW

Elk River, MN 55330
Phone: 763-241-7675
Fax: 763-241-8842
E-mail: joe.mayne@wjdeutsch.com
Web: wjdeutsch.com

American Beverage Marketers
Contact: Warren Westcoat
Address: 6900 College Blvd. Suite 440

Overland Park, KS 66211
Phone: (913) 451-8311
Fax: (913) 451-8655
Cell: (816) 665-5521
E-mail: westcoat@abmcocktails.com
Web: www.abmcoctails,com

Anheuser-Busch, Inc.
Contact: David Anglum
Address: 12107 Wellesley Ave.

St. Paul, MN 55105
Phone: (612) 597-1967
Fax: (612) 699-6989
E-mail: David.Anglum@anheuser-busch.com
Web: www.budweiser.com

Bacardi USA
Contact: Jeff Lange
Address: 22546 128th Avenue North

Rogers, MN 55374
Phone: (763) 428-1048
Fax: (763) 428-1048
E-mail: jlange@bacardi.com
Web: www.bacardi.com

Brown-Forman
Contact: Jerry Ronke
Address: 5717 Portland

White Bear Lake, MN 55110
Phone: (651) 491-3411
E-mail: Jerry_Ronke@B-F.com
Web: www.www.brown-forman.com

Silver Member

Supporting Member

Bronze Member

Silver Plus

Pig’s Eye Brewing Company, LLC
Contact: Jeff Crawford
Address: 10107 Bridgewater Parkway

Woodbury, MN 55129-8587
Phone: (651) 734-1661
Fax: (651) 734-0171
E-mail: jgcrawford@pigseyebeer.com
Web: www.pigseyebeer.com

Reco Store Equipment
Contact: Mike Martino
Address: 1617 - 5th Street South

Hopkins, Mn 55343
Phone: (952) 935-4330 
Fax: (952) 935-6875
E-mail: mike@recoverysy.com
Web: recostoreequipment.com

Total Register Systems
Contact: Brian Anderson
Address: 4215 Louisiana Avenue

New Hope, MN 55428
Phone: (763) 537-1906
Fax: (763) 537-1504
E-mail: banderson@trs-pos.com
Web: www.trs-pos.com

U.S. Bank Government Banking
Contact: Jennifer Vucinovich
Address: 101 East Fifth Street

St. Paul, MN 55101
Phone: (651) 466-8750
Fax: (651) 466-8910
E-mail: jennifer.vucinovich@usbank.com
Web: www.usbank.com

Vinocopia
Contact: Marion Dauner
Address: 6636 Cedar Avenue South #300

Minneapolis, MN 55423
Phone: (612) 455-4000
Fax: (612) 455-4001
Cell: (612) 532-0406
E-mail: marion@vinocopia.com
Web: www.vinocopia.com

Wells Fargo Insurance Services
Contact: Tony Baldwin
Address: 4300 MarketPointe Drive, Suite 600

Bloomington MN 55435
Phone: (952)- 830-7353
Fax: (952) 830-3048
E-mail: tony_baldwin@acordia.com
Web: www.acordia.com






